Customer
Profile Analysis

UNDERSTANDING YOUR CUSTOMERS

Consumer Behavior &
Target Markets
Lesson

Demographics &
Psychographics

2 Activities +
Gallery Walk

NO PREP!
SAVES YOU TIME! BUSINESS EDUCATION WITH
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Activity #1 -Students Use Critical Thinking Skills to Curate

a Customer Profile for a REAL Company
e /||| 10 COMPANIES INCLUDED
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_ Cust omer Profile T

Demographic Characteristics?

Psychographic Characteristics?

The Best Way to Advertise to
this Customer?

| Suggest Dividing Students into Groups

Allow Each Student to Choose One Company to Profile



Customer Profiles Analysis
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A GALLERY WALK GETS
STUDENTS UP & MOVING!
...AND INTERACTING!

Students compare their
customer profiles they
curated to actual company
4 profiles in a Gallery Walk.

—

A great way to mix up your
daily routine!

Students enjoy the
interaction and discussions!



These 10 Company Customer Profiles Are Included
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©  starbucks y
Customer Profile

McDonald’s
Customer Profile

Nike

Customer Profile

Buc-ee’s
Customer Profile

Dem..eg raphic Characteristics

=« Age: Primarily Gen Z and Millennials (ages 18-34) who drive the social media
“review” culture, However, a significant “Core Customer™ segment inchades * ol
Gen X and Boomers (ages 35-55) who purchase larger boxes for farnity gathering or gifts.
= Gender: Skews Female (approx. 60-65%). Wornen are the primary drivers of the
brand's “unbaxing” aesthetic and are more likely 1o use the cookies for gifting, catering = Age: Primarily Families (parents ages 30-50)
and social hosting. and Retirees/F\ Travelers (ages 60+). While
Incom: Middle to upper-middie class, with a median they appeal to all ages, their primary “mission”
household income often exceading $85000. shopper i a head of househald managing a long
AL 54— SSDerl:Dd('e mlsmwm “affordal

Pemographic Demographic Characteristics

& Age: Broad appeal, but primnarily Yourdg
Adults (ages 18-34) and Families with
«chilldren (ages 2-12). Parents ane a masshe
= Gender: Nearly even 50/50 split Unlike some competitors that lean sightly fermale

| or male, McDeonald's is a ‘universal” brand that appeals equally acress

| = Income: Traditionally lower-to-middke income (under

‘Gender: Traditionalty 60-65% Male, but
the Women's segrment is a masshe
strategic foous. In 2026, Mike is haavily
irnsesting in female-specific footwear
“lifestyle” apparel to ciose this gap.

largest percentage of their Wuaseﬂtyasurmasuongmyseg’rmt
of Gen Z (18-24) who drive the popalarity of kced and "customized” beverages,

e, wrten famillies with mltiple children and pets. They
crowd looking for a safe, well-lit, and expanshwe ervironment
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e "Value | _aximizer: These guests are
wihily price-sensitive and deal-driven. They'
specifically seak out the MoValue menu, the
5 Meal Deal” and Buy One, Get One”

offers to feed their families affordably.

= Convenience & Spead Soakers: -
For this group, time is a curmency.

They prioritize the: efficiency of the DrivesThru,
and the reliability of 2 meal that tastes ety

o R They
ane mothvated by the "Just Do L™ spint = personal
‘growth, resiionce, and the drive 1o push thair

Limited Time Only flavors create urgency to visit every Monday before
they're gone.

= Social Media “Reviewer” Personality: They enjoy being part of the
#CrumblReview community, sharing “Lnboxing” videos and taste tests
on TikTok & instagram.

» Experience & Novelty Seekers: Crave unique, complex flavors like
Everything Bagel & Pink Velvet. They erjcy the “theatrical” open

* FOMO & Scarcity Driven: Motivated by the Weekly Rotating Menu.
sychographic Characteristics

= The “Third Place” seokor: Myma
comfortable, inviting atmosphere that
st horme and ISm't worke Thay use Star-
Ibucks as a social hub or a mobile office,
valuing the “status” and reliability of the
environment.

= Cleanliness Obsessed: This ks the #1 driver for
Buc-ae's guests, They are willing to drive an extra 50
miles to aveid a standard gas station bathroom, ™
valuing the prestige of “award-winning” ckeanliness
and private, spacious stalls.
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birthday surprises & parti onscious Individual who views, that arent available arywhere else. the brand. apesy Meal = Socially & Sustainably Conschous: They align with
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} “eraving” for a Big Mac, they view MoDonald's as a dependable.
* Tech-Savvy & Reward Motivated: Heavy mﬁmmtﬂwdmm = Quality Food Seekers: Because Buc-ees .
users of the Crumbl App to track “Crumbs” b W ar\a-al ' bans 18-wheelers, these custome s feel a
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' @ Age: Primarily Gen X and

; - ; Baby Boomers (35-65):
1 -anwzwumwm. &N 7 @ Income: $70,000 - $110,000+ -;
L s consistently ranked as farvorite Drand 1B .
mmhﬁmmwww - 2 T o & Age: Primarily Millennials and Gen X
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making purchasing decisions for the family.

Jminary Snapshot
“The typical Home Depot
consumer is a proactive,
@, value for Quality & Durability ~ resourceful homeowner

who views their living space
as both a source of pride
and a long-term financial
investment. They visit the

¥ “Do-It-rourself” or “Do-It-For-Me"
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Activity #2 — Customer Relationships / Lifetime Value

Customer Relationships m
ing a loyal customer base is a delicate balance that often dictates a business's ultimate survival. True “ g
ionship management transcends basic transactions; it's about establishing a genuine bond built on mutual trust. A

Explore THIS LINK to discover 10 key elements to building a strong wsw;rel!er relationship. List and briefly explain them in the table
ow....

Customer Lifetime Value

Allow Time for Great Class Discussions!

Using a vetted link, students
DISCOVER 10 KEY ELEMENTS
to build strong customer
relationships.

Students list reasons they are
a loyal customer to a business
they support.




Hi! My name is Denise Leigh. | have been teaching Business
Education for over 25 years! | love collaborating with business
educators all over the world. | am a 2022 Pennsylvania
Teacher of the Year Finalist and relentless lifetime learner and
lover of everything education. Engaging students and
connecting them to their world is my jam!
Thank you for exploring my resources and sharing my passion CUSTOMER PROFILE ANALYSIS

ing our customers helps us create better

for BUSINESS EDUCATION! Bt frtstioasnd ittt

Denise Leigh is an expert
on student-led instruction. _
She was featured on

CBS Pittsburgh for her
City Collaborative™
Project-Based Business
Education (PBL)
Classroom.
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